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Abstract 
This paper elucidates the relevance of emotions on consumer behavior and marketing management, particularly retail 
management. The purpose of this research is to investigate the factors effective on revisit intention of consumer 
electronics retailers. According to purpose, the study empirically tests a model which proposed that technology 
orientation and customers’ emotion states have impact on revisit intention. The results indicate that they have a direct 
effect on revisit intention. In addition the findings confirm the hypothesized moderating effect of individual trait, 
namely influence of Word-of-Mouth intention on consumers’ positive emotions. Managerial implications and future 
research directions are also discussed. 
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1. Introduction 
 
Consumer electronics retailers (hereafter CER) continue to evolve from simple sales stores to neck and 
neck competition areas [1].  Retailers struggle to survive and grow in an increasingly saturated market 
and   need to put up a good fight with both their competitors [2]. Therefore the concept of their 
consumers’ revisit intention to store is receiving increasing managerial and research attention. A 
considerable body of literature has been accumulated on antecedents of revisit intention [3] [4] [5]. 
However the impact of customers’ emotions on it has been documented scarcely. 
 
Customer emotions are weighty matter and unique source of global competition in retailing industry [6]. 
They are essential for understanding of consumers because they are central to actions of them [7].  They 
have an impact of consumers’ time and money spending in store, their satisfaction, their loyalty as well as 
their revisit intention to the store[8] [9] [10].  Additionally some studies shows the link between 
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customers’ emotion – Word of Mouth (hereafter WOM) intention and WOM intention- revisit intention 
[11] [12]. 
One recent research streams which are directly addressed the concernment of consumer innovativeness 
and technologic product involvement on revisit intention [13] [14]. Consumers who have high 
involvement  to technologic products and high level of  innovativeness pursue them to have knowledge 
about new technologic products as well as these stimulations make them visit CER more frequently [15].   
Both of these studies conclude that consumers’ emotions, their innovativeness and technology 
involvement are important predictors of their revisit intention to store and also WOM intention play a 
critically important role in shaping these behaviors. The present study reveals this by empirically testing 
model.  
 
Therefore the aim of study is twofold: to verify the effects of technology orientation and customers’ 
emotion on revisit intention of consumer electronics retailers and to study the moderating effect of WOM 
intention on customer s’ emotion. In this context, we first review the relevant literature and establish a 
conceptual framework. On this basis, hypotheses are proposed. Next, the methodology is explained in 
detail and the results are described. Then we draw theoretical as well as managerial implications. Finally, 
we recognize the limitations of this study and suggest future research directions. 
2. Literature Review and Conceptual Framework 
2.1. Customers’ Emotions 
Bagozzi et al.define emotion as “a mental state of readiness that arises from cognitive appraisals of events 
or thoughts; has a phenomenological tone; is accompanied by physiological processes; is often expressed 
physically; and may result in specific actions to affirm or cope with the emotion, depending on its nature 
and the person having it” [7] . Emotions are viewed as action-oriented organisms which are mainly 
conduce to some kind of individuals actions [16]. 
 
In similar vein, environmental psychology researchers Mehrabian and Russell suggest that environmental 
stimuli (S) leads to an emotional reaction (O) that, successively, drives consumers' behavioral response 
(R) predicated on the stimulus–organism–response (S–O–R) paradigm. In addition they mentioned that 
emotional responses result in two contrasting behaviors: either approach or avoidance [17]. Approach 
behaviors includes all positive behaviors such as purchase intentions, recommendation intentions, 
satisfaction, poisitive WOM,  purchase amount and repurchase intention  [18] [19]. On the contrary 
avoidance behaviors comprises behaviors like dissatisfaction, negative behavior intentions, negative 
WOM [10] [11] [20]. 
 
Donovan and Rossiter show some evidences of approach behavior that store visitors feelings have 
positive and negative influences on retailer outcomes such as possibility of returning to store, in other 
words their revisit intention [19]. Besides positive and negative emotions have not same impact on 
behavior [21]. Because of that fact, in our study we grouped emotions under two topics; namely positive 
and negative emotions.  
 
Additionally the results, which are belonging to Kim and Moon study, are in accordance with the 
assumption of Donovan and Rossiter [17] [22].  Based on such considerations, we hypothesis that; 
H1: Positive emotions have positive effect on revisit intention of consumer electronics retailers. 
H2: Negative emotions have negative effect on revisit intention of consumer electronics retailers. 
2.2. Technology Orientation 
In this study technology orientation was examined under two topics, namely consumer innovativeness 
and technologic product involvement. Consumer innovativeness defines by Foxall as “the capacity and 
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tendency to purchase new products and services” [23]. In other word consumer innovativeness is 
tendency of consuming new things [24]. Roehrich explains forces which cause this predisposition under 
four topics [15]. They are stimulation need, novelty seeking, independence toward others’ communicated 
experience and need for uniqueness. These forces motivate the individual (1) search for new information; 
(2) push them distinguish himself through the ownership of rare items; (3) independence of judgment in 
innovative decisions [15] [25]. Both of these studies conclude that consumers’ innovativeness makes 
them prone to buy new products as well as their visit frequency to the store. 
 
The other construct that constitute technology orientation is involvement of technologic products. 
Although there have been many definitions for involvement, generally accepted one is; individuals’ 
motivational state towards an object where that motivational state is activated by the relevance or 
importance of the object [26] [27]. Technologic product involvement and marketing outcomes (such as 
shopping enjoyment, consumers’ commitment) have been subjected to many studies in which mentioned 
the positive link between them [13] [28]. Similarly with these studies we propose the same positive 
relationship. This discussion leads to our 3th hypothesis: 
H3: Technology orientation has positive effect on revisit intention of consumer electronics retailers. 
2.3. WOM Intention 
Word-of-mouth communications have received extensive attention from both academics and practitioners 
for decades. Some research has reported WOM influence more than marketing tools such as; print ads, 
personal selling, and radio advertising [29]. In addition as studies related with relationship between WOM 
intention and emotion suggested that WOM intention has an effect of consumers emotions [11] [30].  
 
Based on previous studies; our research model posited that WOM intention as critical moderators of the 
impact of customer emotions on their revisit intention. 
H4: WOM intention moderates the relationship between positive emotions and revisit intention of 
consumer electronics retailers. 
H5: WOM intention moderates the relationship between negative emotions and revisit intention of 
consumer electronics retailers. 
 
Figure 1. Conceptual Model 
 
 
3. Methodology 
 
3.1. Sample and Data Collection 
In order to comply with our objectives and test our research hypotheses, we designed a study based on a 
personal survey. The data used for the current study were collected from participants by distributing 
online survey. They were told that they would be evaluating survey for major consumer electronics 
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retailers. Questionnaire instrument included 18 items divided into five parts. The data collection was 
carried out in the period from June 2011. Convenience sampling technique was used to reach participants. 
After eliminating unusable responses among the completed questionnaires, 102 responses were coded for 
data analysis. 
3.2. Measurement  
The survey instrument for this study was comprised of five parts. The first four parts were pertained to 
questions belonging to customer emotion, word of mouth, consumers’ technology orientation and revisit 
intention of technology markets. Part five contained questions about participant demographic information 
(e.g. age, gender, monthly income). Sample characteristics were summarized in Appendix. 
 
Multiple items scales were used to measure each construct in this study by using five point Likert-type 
scale; (1=strongly disagree to 5=strongly agree) based on validated scales from the literature.  This study 
examined customers’ emotional responses under two dimensions namely negative and positive emotions. 
3 items for measuring positive emotional responses and 3 items for measuring negative emotional 
responses were based on Bagozzi et al. Mano and Oliver  and Ryu and Jang scales [7] [31] [32]. 
Technology orientation was also classified under two topics- technology involvement and consumer 
innovativeness. 3 items for measuring technology involvement were adopted from Mittal; Flynn et al. 
scales and 3 items for measuring consumer innovativeness were adopted from Ailawadi et al. [33] [34] 
[35]. WOM  intention was measured based on Harrison-Walker with selected 3 items [36]. Similarly 3 
items were taken from Oliver and Swan and Zeithaml et al. scales to measure revisit intention [37] [38]. 
The measurement items for the study constructs are presented in Table1.  
3.3. Validity and Reliability of Measures 
SPSS 15 was used to evaluate the data. For the validity of scales exploratory factor analysis was used for 
the validity of scales and  cronbach alpha was used to estimate the reliability of the scales.  According to 
anti-image table values; all variables were found to be higher than 0.50 (r>0.30), so all items took place in 
the factor analysis. Factor analysis with varimax rotation was performed to find out the factor structure, 
all dependent and independent variables were analyzed concurrent. Only 1item of negative emotions was 
removed because of having collinearity with more than one factor, rest of the items naturally revealed 5 
factors which were shown in Table1. On the other hand, KMO (0,807) and significance value (p=0.00) 
showed that our sample was convenient for the hypothesis analyses. Additionally, in support of good 
measurement reliability, all Cronbach’s α were greater than 0.726.  
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Table 1: Factor Loadings of the Independent and Dependent Variable 
 
 
 
 
Total Variance Explained of Independent Variables : %73,85 
Total Variance Explained of Dependent Variable : %70,13 
Extraction Method: Principal Component Analysis.  
Rotation Method: Varimax with Kaiser Normalization. 
KMO: 0,807 
 
Regarding to the results of the above statistical test for reliability and validity, we supposed that 5 factors 
are adequately valid and reliable to test our hypotheses.  
4. Analyses and Results 
 
Correlation and regression analysis have been conducted to analyze the hypotheses of the study. Table 2 
illustrates the inter correlations among the five constructs in this study. An assessment of the bivariate 
correlations showed that the items used to measure revisit intention  were positively related to the items 
associated with positive emotion (p<0,01) and WOM intention (p<0,05) and negatively related to the 
items associated with negative emotion (p<0,01) as expected. However, in contradiction to our 
expectation, one could easily perceive that WOM intention had no correlation with negative emotions.  
Also, the items associated with negative emotion were negatively related to nonverbal communication, 
positive emotion and customer satisfaction. 
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Table 2: Mean, Standard Deviation and Correlation Coefficients 
 
**Correlation is significant at the 0.01 level 
*Correlation is significant at the 0.05 level 
 
Regression models have been convenient for analyzing the relationships among variables. Because the 
variance inflation factors (VIF) were less than 10, collinearity was not a concern, and the Durbin Watson 
value was between 1.5 and 2.5, the independent variables were not highly auto correlated. Finally, F-
values were significant, and the adjusted R2 value was in a very good level which was shown in Table 3. 
According to the empirical results, positive emotions and technology orientation had positive effect on 
revisit intention, in support of H1 and H3. That is customers’ positive emotions affect their revisit 
intention to the store, in accordance with the argument that pleasure feelings influence consumer revisit 
intention to the store [22]. In addition technology orientated consumers visit same consumer electronics 
retailers more than others [15]. On the other hand surprisingly negative emotions had no effect on revisit 
intention so our 2nd hypothesis was rejected. 
 
 
 
 
 
 
Table 3: Regression analysis of H1, H2, H3 
 
Dependent Variable: Revisit_Intention 
*p<0,01 
 
Finally to examine the moderating effect of WOM intention on the relationship between customers’ 
positive and negative emotions, we conducted hierarchic regression as it was shown in Table 4. The 
interaction effect of negative emotions was not significant, which showed that WOM intention did not 
moderate the relationship between customers’ negative emotions and revisit intention of CER. However 
the interaction effect with positive emotions was significant that was a proof for the moderating effect of 
WOM intention. So while H4 was supported, H5 was rejected. The resulting model emerged as depicted 
on Figure2. 
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Table 4: The Moderating Effect of WOM Intention- Regression analysis of H4, H5 
 
Dependent Variable: Revisit_Intention 
*p<0,05 
Figure 2. Final Model 
 
 
5. Discussion and Limitations 
 
This study attempted to look into the direct effects of customers’ emotions, technology orientation on 
revisit intention to CER and moderating effect of WOM intention on customers’ emotions. Customers’ 
emotions were categorized in two areas: positive and negative emotions and similarly technology 
orientation was categorized in two areas: consumer innovativeness and technologic product involvement. 
The study showed that positive emotions and technology orientation had positive effects and significant 
relationship between revisit intention while the relationship between negative emotions and revisit 
intention was not significant. Moderating effect of WOM intention on positive emotions was significant, 
on the contrary moderating effect of WOM intention on positive emotions was not significant. Thereto 
the results revealed that a major part of the variance in revisit intention to CER (66%) was commented 
with the proposed relationships. These results are in line with the studies done by Lee et. al, Koufaris, 
Kim and Moon which are suggesting that customers’ emotions, product involvement and consumer 
innovativeness were closely related to marketing outcomes such as revisit intention [13] [22] [28]. 
 
One of the main contributions of this study is, when customers have positive emotions  induced by store, 
they pay more attention to revisit the store. Previous studies have shown the significant impact of 
emotions on approach behavior like purchase intention, revisit intention , but no moderation effect of 
WOM intention through the relationship between customers’ emotional states and revisit intention [20] 
[39]. Therefore, the moderation effect of WOM influence underlined in this paper is a significant 
contribution to the literature. 
 
In more detail, this study shows us CER are suitable stores to evaluate customers’ emotions because of 
holding dynamic environment. On the other hand they are convenient stores for individual who search for 
new information and new technology. Therefore constructs like consumer innovativeness and technologic 
product involvement may smoothly be caught.  
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This study also offers new insights to practitioners. CER management needs to take into consideration 
customers’ emotion while creating in store environment  [40].Because it may arouse positive emotion on 
customer which may make them have positive intention to revisit the store. Moreover they need to take 
into consideration of WOM influence on positive emotions. Thanks to WOM influence, retailers enhance 
their customers positive feelings in which may result in more customers’ visits. Nowadays the best way 
for retailers to convey WOM influence to their consumers is utilizing social media tools. 
At least two limitations are evident. First limitation is current study has due to relatively small and 
homogenous sample. Additionally second limitation is actually doing in-store survey may be different 
from remembering or reminding the store and the product. Therefore, survey for a future study should be 
implemented in store which is a more direct way of manipulating the level of product involvement and 
customers’ emotions.  
 
Appendix 
Sample Characteristics 
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